The study was carried out to find out whether women are objectified in the source language (English) verbally and non-verbally, and evaluate and assess the advertisers and translators' role in objectification of women in the target language (Turkish). To evaluate the objectification of women in the source and the target languages scientifically, the researcher developed a scale consisting of 16 items, which analyse any advertisement in terms of verbal and non-verbal objectification. To ensure reliability and validity, four experts' opinion as to the items of the scale was resorted and statistical analysis was carried out before it was applied to. Magnum ice cream, Toyota, Efes Zilli Sally & Delikanlı Harry, Game of Sultans and L`Oréal Paris skin cream commercials were analysed verbally and non-verbally in two languages. The results of the study show that in both languages, women are extensively objectified and in some advertisements, the physical beauty of women was dehumanized and even reached to the border of pornography.
Introduction
In our ever-globalizing world, virtually everything is being materialized and nothing is immune to this prevailing (dis)order in which roughly everything and everybody has a price to buy and sell. The proliferating opportunists never miss any chance to capitalize on everything even on human bodies and souls at all cost. Presumption of innocence for humanity has been violated on many occasions. Advertising has been playing a pivotal role in turning the world into a uniformed place with no defined boundary and soul at least culturally. Advertising has an ultimate aim: to promote goods and sell it at any cost. In a competitive advertising word, the end justifies the means as in politics. Therefore, to gain consumers and profits, the actors in the ruthless advertising word exploit whatever they have in their stock. The allure of women for the advertisers has always been exploited. In terms of their approaches to women, advertising industry is coined as 'important and pervasive' on the hand as 'problematic and often unaccepted' (Kates & Garlock, 1999, p. 34) . However, some studies suggest that the feminist critique of advertising for depicting women as sex objects may not be a universal phenomenon (Frith et al., 2005) . Some studies have extensively studied the sexuality and objectification of women in advertisements. They unanimously concluded that women are generally demeaned and treated as sexual objects to promote the products advertised (Jhally, 1989; Kilbourne, 1999; Zimmerman, 2001; Alexander & Judd, 1978; Richmond & Hartman, 1982; Attwood, 2004; Szymanski & Carr, 2011; Kumar, 2017; Lindner, 2004; Lin, 2008; Harper & Tiggemann, 2008; Reichert et al., 2007) . Objectification of women refer to the notion that a woman's complete body or a part of her body is singled out or foregrounded to foster desire for the sake of gaining customers. Fredrickson and Roberts (1997) and Bartky (1990) offered similar description about it. More than men women are depicted in objectified manner in commercials and advertisement, wearing provocative dresses, revealing some parts of their bodies, offering sexual readiness in a male dominated advertisement sector. However, on some occasions, women are objectified in advertisements even if they are in a 'decent' clothing. They are portrayed as home bound, husband bound even children bound in advertisements. Therefore, these portrayals should be regarded as objectification of women. This study aims at developing a checklist that could help to evaluate objectification of women, revealing how women are objectified in the source language verbally and non-verbally and discussing the role of translators in objectification of women in the target language. In context of the aim of the study, the following hypothesis have been put forward and they will be discussed in the lights of the findings and literature: 1) In the source language (English), women are sexually exploited verbally and non-verbally in commercials;
2) While translating an advertisement into the target language (Turkish), the translators and advertisers act as an accomplice in exploiting women verbally and non-verbally.
Conceptual Framework of the Study

Advertisements and Translation Studies
In translation studies, translation of advertisement is important. However, few theoretical and practical studies have been carried out regarding it. The translation of advertisements is closely related to text types. Bühler (1934), Reiss (1971 Reiss ( , 2004 , Jakobson (1960) and Ogden and Richards (1946) studied functions of language and text types. According to their classification, advertisements are operative texts which are characterized by appellative in language function, persuasive and creative in language style, appellative in text focus, inductive in equivalent response and textual in translation level. In advertisement translation, verbal and non-verbal messages of the text should be conveyed effectively to the target language for an equivalent effect. In Translation studies, advertisement translation is related to functional theories. According to these approaches, a source text offers information from which translators leach what is necessary (Vermeer, 2004; Nord, 1997; Reiss, 2004; Manttari, 1984; House, 2015) . Translators have an important role in functional theories, as they are responsible for creating the equivalent effect of the source text on the target audience. In the context of advertising, women are usually demeaned and exploited as sex object to sell the product and the translators are expected to create the same equivalence effect in the target language. That is, they are expected to be an accomplice for the crime committed in the source language.
Assessment of Advertisement
Advertisements consist of two main elements: a visual and accompanying text(s) to it. Therefore, while assessing any advertisements in any respect, these two elements should be taken into consideration. An advertisement more than any other text includes non-linguistic elements, which pose a threat to any translator who is usually used to transferring linguistic elements. An advertisement uses predominantly non-verbal elements such as colours, numbers, gestures and fonts (Aso, 2012; Scott, 1994; De Mooij, 2011; Barthes, 1985) . As an advertisement blends linguistic and non-linguistic elements to convey its message, a pragmatic assessment tool was developed to answer the hypothesis of the research. Pragmatics in linguistics, how utterances are used and how they are related to each other and to the context are of primary importance. In pragmatics, the relation between the meaning and non-verbal elements is very important (Leech, 1983) . In literature, assessment of nonverbal elements and its relevance to verbal elements as in the case of advertisement has been little studied. Therefore, through this study, an assessment model was developed to assess the relevance between verbal and non-verbal elements in advertisement in the source text and the target text to test the hypothesis of the study in terms of pragmatics. A woman is coined as a sex object if her sexuality is being exploited to promote a product. Therefore, some criteria were established to test whether a woman is used as an object or not. In some cases, the women are not portrayed sexually; however, they are portrayed as submissive and inferior even slaved to the power of the men and norms of the societies. Therefore, they are regarded as the benchmarks of objectification of women, too. These benchmarks of the objectifications are classified as non-verbal and verbal as follows.
1) Non-Verbal Benchmarks of Objectification
Size: Women are overshadowed by men and the objects around them. Women are portrayed nothing but as a decoration in the advertisement.
Super ordination of men:
Men are portrayed as a superordinate identity in the advertisement. Men are usually portrayed as a boss and a manager embodying power.
Unnatural famine gestures and movement:
The woman is portrayed touching herself, her lips and her hair sexually suggestive and unnatural way.
Subordination of women:
The woman is portrayed canting a part of body or her whole body, restricting to move, being embraced by a man, boss or another woman.
Body exposure of women: The women are portrayed to wear little or no clothes at all.
Reduction of women to a place: Women are portrayed as homebound, husband bound, or children bound. Offensive language: Some texts include humiliating language for women.
2) Verbal Benchmarks of Objectification
Violence and rape inducing language: Some texts include a kind of language that promotes violence and rape against women. They also include some weaponized expressions and verbal abuse.
Culturally embedded humiliating language: Some cultures have a rooted offensive language used for women. Advertisements sometimes resort to them.
By taking the items above, a Yes/No checklist was prepared to assess the advertisement in both source language and target language. Before it was applied, a judgment of opinion was taken from four experts and their statistical analysis was presented in Method section.
Method
Data Collection Instrument
To assess the advertisements in terms of objectification of women, the yes/no checklist with 16 questions was used (see Table 1 ). The instrument was prepared to analyse the advertisements in terms of objectification of women. The four experts with Ph.D. degree in Communication and advertisement were requested to comment on the items before being applied. The statistical analysis of their replies was presented in Table1. To analyse the agreement rate among the experts, the percent agreement and contingency coefficient were calculated. According to Table 1 and Table 2 , the items of the checklist can be used to evaluate the advertisements as contingency coefficient was found to be .519.
Materials
To evaluate the objectification of women, five advertisements which include both visual and non-visual elements in English and their translated versions were chosen. The first commercial is 
Data Analysis
Each advertisement was analysed through the checklist developed by the researcher. Frequency table was prepared through SPSS. In addition, descriptive textual analysis was provided comparatively.
Findings
The Overall Findings as to the English Commercials and Their Translated Versions in Turkish
The findings related to the five commercials and their translated versions are presentenced in Table 3 . Table 3 clearly displays that overwhelmingly the advertisements analysed-whether in English or their translated version-serve for objectification of women. The item 9 only indicates that, the commercials do not include a physical innuendo against women. The items of non-verbal assessment 1, 5, 6, 7 and 8, are observed dominantly. The items of verbal assessment 3, 6, are observed dominantly. As far as the verbal items are concerned, it was observed that the translated versions of the advertisements include more innuendo compared to the commercials in the source language.
Descriptive Analysis of the Commercials
In this section, the advertisements were analysed comparatively in terms of objectification of women in the source language and the target language.
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The study Communic the source verbal and prepared. (Anderson & Bushman, 2001; Scott, 1995; Ferguson, 2007; Emes, 1997) . The study showed that some video games are not innocent and have the potential to spread the objectification of women society. Unfortunately, in Turkey now the violence towards women is soaring. The role of video games in it can be studied in other studies.
The findings as to Translation Studies are also significant, too. As in the source language, in the target language the translators created an integrated texts and multimodal texts (Kress & Leeuwen, 2006; Snell-Hornby, 2006) . The translators and advertisers used linguistic and non-linguistic features of the languages. The translators and advertisers usually localized and adapted the messages of source text. They tried to make an equivalent effect of the source text on the target texts' audience. However, while doing this, they objectified women verbally as in the source texts. As in the promotion of the beer commercial, they did not hesitate to use humiliating expressions such as 'zilli' to promote and gain profit. This shows that sometimes advertisers and translators are oblivious and indifferent to the culture of the target language.
This study set off developing a checklist that helps the researchers to assess and evaluate objectification of verbal and non-verbal objectification of women in advertisement in both the source language and the target language. Five advertisements were analysed through the objectification checklist. The study shows that the checklist really works and women are mostly objectified in the advertisements in both languages. However, the results cannot be generalized for all advertisements. It is suggested here the checklist be translated into other languages and similar studies should be carried out extensively.
